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Despite considerable state investment and initiatives, binge drinking is still a major behavioral problem
for policy makers and communities in many parts of the world. Furthermore, the practice of bingeing
on alcohol seems to be spreading to young people in countries traditionally considered to have
moderate drinking behaviors. Using a sociocultural lens and a framework of sociocultural themes from
previous literature to develop propositions from their empirical study, the authors examine binge-
drinking attitudes and behaviors among young people from high and moderate binge-drinking
countries. The authors then make proposals regarding how policy makers can use social marketing
more effectively to contribute to behavior change. Qualitative interviews were conducted with 91
respondents from 22 countries who were studying in two high binge-drinking countries at the time.
The results show support for three contrasting sociocultural propositions that identify influences on
binge drinking across these countries.
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Over the past two decades, binge drinking has become amajor concern for many societies in the developedworld. This is due to the behavior’s impact on national
health services, antisocial behavior, violence, drunk driving,
and other crimes that can occur as a result of excessive
drinking.
In some high binge-drinking countries (e.g., the United
States, the United Kingdom, Australia), there are signs that
excessive drinking among young men may be peaking or
even reducing slightly; however, binge-drinking levels still
remain problematic, and there is evidence that binge drink-
ing by women and adolescents is on the rise (Australian Insti-
tute of Health and Welfare 2010; Centers for Disease Control
and Prevention 2010; Grucza, Norberg, and Bierut 2009;
Joseph Rowntree Foundation 2009; Martinic and Measham
2008). There are also indications of binge-drinking conta-
gion, with binge-drinking behavior spreading to countries
with a reputation for responsible drinking behavior, includ-
ing those in southern Europe (Arvers and Choquet 1999;
Kuntsche, Rehm, and Gmel 2004; MCM Research 2004),
central and eastern Europe (Popova et al. 2007), and Asia
and South America (Zarzar et al. 2012).
Typically, government efforts to reduce binge drinking
have involved either regulatory intervention or education
campaigns. However, social marketing—a third option for
social change (Rothschild 1999)—has recently received
more attention and may offer some additional insights and
public policy solutions.
Previous research on sociocultural influences has been
largely descriptive, resulting in an extensive list of factors
that influence drinking without a clear indication of which
of these factors may be more important than others or how
they interact. Furthermore, we know little about how these
factors may vary between high binge-drinking countries
(e.g., the United Kingdom, Australia, Finland, the United
States, Germany) and countries with more moderate binge-
drinking levels (e.g., France, Spain, Italy, Hong Kong,
Japan) (Social Issues Research Centre 1998). An under-
standing of the factors that can explain these drinking dif-
ferences may provide a basis for further strategies aimed at
curbing binge-drinking behavior. This understanding is
particularly important, for example, given the objectives in
the U.S. government’s “Healthy People 2020” strategy
(HealthyPeople.gov 2012) and the Australian National Pre-
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ventative Health Strategy (National Preventative Health
Taskforce 2009) to reduce the levels of binge drinking
among students and youth.
The specific sociocultural aspects of drinking we explore
in this research are hedonistic behavior, parental influence,
peer influence, social affiliation, and cultural norms, which
previous research has identified as significant influences on
drinking behavior (Kuo et al. 2002; Maclachlan and Smith
2004). In our research, we aim to address the following
questions:
1. What are the key sociocultural influences on binge drinking
in high and moderate binge-drinking countries?
2. How can these sociocultural influences inform public policy
initiatives to change drinking behavior in high binge-
drinking countries?
In exploring these questions, we identify behavioral dif-
ferences in binge drinking within and between high and
moderate binge-drinking countries and propose alternative
initiatives for public policy makers to consider when for-
mulating and implementing future social marketing
actions.
First, we examine the various public policy approaches
toward binge drinking and review the literature on sociocul-
tural influences on binge-drinking behavior. We then explain
our methodology, present the analysis and our interpretation
of the data, and develop three contrasting propositions of
sociocultural influences on binge-drinking behavior. Finally,
we discuss public policy implications, conclusions, and
future directions for research.
Public Policy Approaches to Binge
Drinking
The rising incidence of binge drinking across the globe has
led to a plethora of academic research and government
intervention programs aimed at stemming the problem
(Courtney and Polich 2009). Typically, government efforts
to reduce binge-drinking levels in high and moderate binge-
drinking countries have relied on popular but generally
ineffective policies involving either mass media campaigns
warning of the dangers of drinking or regulatory interven-
tions (e.g., increasing the tax on alcohol, amending the legal
age of drinking, imposing curfews and lock-outs from
drinking establishments, adjusting licensing hours). Gov-
ernments have also used prohibition of or control over the
the supply of alcohol and tighter restrictions on marketing
and promotions to curb consumption. In some cases, they
have clamped down on parents supplying alcohol to minors,
with varying degrees of success (see Table 1).
Despite significant spending by governments in devel-
oped countries on alcohol education, there is little evidence
that these efforts have had a major influence on drinking
habits (Plant and Plant 2006). We argue that to change
ingrained binge-drinking practices and to arrest any further
spread of such behavior to moderate drinking countries,
there is a need for a greater understanding of how sociocul-
tural factors influence young people to ignore advice
regarding safe levels of drinking, leading them to follow a
path of risky behavior. To achieve this, we adopt a bottom-
up approach to developing public policy recommendations
(Viswanathan et al. 2012) by examining the issues from a
young person’s perspective.
Literature Review
Sociocultural Influences on Binge-Drinking
Behavior
Mandelbaum (1965) identified the relationship between
alcohol and sociocultural factors nearly half a century ago,
arguing that alcohol is a cultural artifact in the sense that the
drinking of alcohol is almost entirely culturally defined and
exists as an entrenched part of culture. Previous research on
social cultural influences on drinking has identified four sig-
nificant factors: hedonism (Bourdieu 1984; O’Shaughnessy
and O’Shaughnessy 2002), parental influence (Hutchin son
2009; Nash, McQueen, and Bray 2005), peer influence and
social affiliation (Jamison and Myers 2007; Shorthouse
2009), and cultural norms and rituals (Engineer et al. 2003;
Maclachlan and Smith 2004).
Despite many subsequent contributions on the topic,
however, the specific influence that these factors have on
binge drinkers is still inadequately explained (Kuntsche,
Rehm, and Gmel 2004). Furthermore, few studies have
compared how these factors vary across cultures (Mäkelä et
al. 2006). In the following subsections, we review and dis-
cuss the literature on the sociocultural influences of binge-
drinking behavior. In doing so, we order the constructs
according to the micro-level (hedonism and parental influ-
ence) and wider social macro-level (peer group, social
affilia tion, and cultural norms) influences and motivations
for binge-drinking behavior.
Hedonism
Extant research has defined and characterized hedonistic
behavior as individuals and groups who seek instant (egoistic)
satisfaction of selfish desires for pleasure (O’Shaughnessy
and O’Shaughnessy 2002). The term “hedonism” is derived
from Greek, meaning pleasure, enjoyment, or fun, and is asso-
ciated with self-obsession and “doing one’s own thing” with-
out considering the consequences of an action, to excess and
with a fun ethic (Bourdieu 1984). Hedonism is viewed as the
pursuit of “fleeting” pleasures, in which the avoidance of pain
is the main goal in life (Foxall 1996). Hedonism is not only an
individual act; indeed, by spreading or sharing their enjoy-
ment, people can also give pleasure to others (Campbell
1987). Young people who want to hear the stories of their
peers’ drunken escapades are viewed as seeking out pleasure
and enjoying life (Honess, Seymour, and Webster 2000).
Many young people purposely pursue drunkenness as a form
of “calculated hedonism” for “chilling out” with friends to
destress after a difficult week of work or study (Measham
2008; Szmigin et al. 2008). Thus, many young people view
binge drinking as a pleasurable, socializing activity.
Parental Influence
There is evidence that family upbringing and alcohol educa-
tion by parents has a significant impact on a person’s future
behavior toward alcohol and substance use (Nash, McQueen,
and Bray 2005). This occurs through the socialization
process (Neeley 2005). Alcohol consumption is lower in
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Table 1. Public Policy Actions Taken to Curb Binge Drinking
Public Policy Action Consequence/Effect
Tax and Price Adjustment
Increasing the duty/price of alcohol and setting mini-
mum price levels per unit of alcohol
This has had a limited impact (Doran and Shakeshaft 2008) but is perceived as
being one of the more effective measures. Bingeing is still a problem in coun-
tries such as Sweden, where alcohol is expensive. High prices can also encour-
age home/illegal brewing (Österberg 2000).
The alcohol industry is important to many local economies (e.g., the United
Kingdom), and therefore there is a general reluctance to push prices too high
(Fenn 2008).
Reducing the duty/tax on low-alcohol products and
soft drinks
This has been found to be effective in Australia when combined with lowering
the drunk-driving alcohol blood level and applying rigorous police enforce-
ment. Low-alcohol beer now accounts for 40% of all beer consumed in the
country (Mistral et al. 2006).
Education and Warnings
School education programs (various countries) Although such programs can increase student knowledge, most studies reveal
that they have limited effect in influencing drinking behavior (Babor et al.
2003). Some studies show that many people are still oblivious of the health
dangers of bingeing (Plant and Plant 2006).
Television, poster, press, Internet, roadside advertis-
ing, and radio campaigns warning of binge drink-
ing’s dangers (e.g., drunk driving, short- and long-
term health, dependency, personal safety, weight
gain) (various countries)
There has been no convincing evidence to date of the effectiveness of educa-
tional messages delivered through any of these outlets.
Putting health warnings on drink labels and in adver-
tisements (various countries)
Such warnings are often in small print, and there is no evidence that they are
effective (Agostinelli and Grube 2002).
Regulation
Raising alcohol purchase age from 16 to 18 years
old (France)
This measure has been taken in a moderate binge country to combat the
increasing bingeing trend (Conseil Départmental d’Accés au Droit des Landes
2009). It is too early yet to observe any impact.
Raising the minimum age for drinking and public
possession of alcohol (e.g., to 21 years in the United
States and Sweden, 20 years in Japan)
This regulation can be often circumvented. In the United States, for example,
exceptions apply and vary across states (some allowing consumption by
minors on private property or when a family member consents), so this mea-
sure is considered ineffective (Hanson 2008). Many college student drinkers
are under 21 years old, so college drinking is still a problem. It is too easy to
obtain a fake ID (Martinez, Rutledge, and Sher 2007).
Making it illegal for parents to provide alcohol to
those under the legal drinking age (United States)
Regulations vary across the United States, and the measure may be counter-
productive because controlled consumption by parents in the home may be
more effective in educating youth about alcohol than experimenting later in
less or unregulated settings often involving peers (Hanson 2008).
Tightening where and when public drinking is
allowed (Spain), confiscating alcoholic drinks from
young people (the United Kingdom), and introduc-
ing new fixed penalty fines for antisocial behavior
(the United Kingdom)
No obvious impact yet.
Increasing sanctions and fines against those display-
ing public drunkenness (Spain)
This measure was taken in a moderate binge-drinking country to combat the
growing binge-drinking trend (Institute of Alcohol Studies 2002). It is still too
early to see any impact.
Lowering the allowable drink/drive alcohol blood
levels (Spain and Australia) and increasing penalties
for those caught over the limit; requiring all cars to
carry breathalyzer kits (France)
Penalties need to be severe to have any impact. Being caught over the allowed
alcohol blood limit in Sweden can result in a lifetime driving ban.
Marketing Restrictions
Restricting advertising of strong alcoholic drinks
greater than 23% proof (Spain)
Manufacturers of Alcopops (mixed spirits and soft drinks often consumed by
minors) can circumvent such a ban (Metzner and Kraus 2007).
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situa tions in which mutual respect exists and trust is commu-
nicated and developed between parents and children
(Hawkins, Catalano, and Miller 1992). Often, children can
model drinking behavior from parental behavior, and young
people are more likely to binge drink if they observe their
parents drinking at high levels (Scottish Health Action on
Alcohol Problems 2007). Research has identified closeness
to parents, levels of parental monitoring, and parenting styles
as risk factors for subsequent alcohol use or abuse (Kuntsche,
Rehm, and Gmel 2004). In many cases, young people obtain
their alcohol from their parents, either with or without their
knowledge (Hutchinson 2009), and some authorities have
taken initiatives (e.g., in seven U.S. states and in Australia) to
penalize parents who allow this (Hanson 2008).
In several moderate binge-drinking countries (e.g., south-
ern Europe), parents and other family members traditionally
introduce children to alcohol at an early age as part of the
family meal ritual. Hanson (2004) argues that this is valu-
able in helping young people understand that drinking in
moderation is a natural and normal activity. Choosing either
to abstain or to drink responsibly is a sign of maturity and
good judgment in such countries. Family structure may also
be important because some studies show less adolescent
drunkenness in two-parent families (Hawkins, Catalano,
and Miller 1992); moreover, among Canadian college stu-
dents, research has found binge drinking to be less likely
when students lived with parents rather than on campus
with their peer group (Kuo et al. 2002). Parental influence
can therefore have both a positive and negative impact on
children’s future drinking behavior.
Peer Influence
Peer influence is a strong predictor of binge drinking
(Urberg, Değirmencioğlu, and Pilgrim 1997; La Greca,
Prinstein, and Fetter 2001) because young people are likely
to perceive binge drinking as a peer norm and an essential
ingredient to fit in with the group (Kuntsche, Rehm, and
Gmel 2004). Research has identified peer pressure as one of
the most important influences on drinking for young
women who drink to be sociable (Shorthouse 2009), and
young people are often discouraged by their friends if they
attempt to drink soft drinks (Engineer at al. 2003).
Several studies have shown that peer influence is
stronger than parental influence (Kandel and Andrews
1987; Kafka and London 1991), and the larger the social
group, the more pressure there is to participate in binge-
drinking sessions (Jamison and Myers 2007). Even in some
of the more moderate binge-drinking cultures, such as
Spain, peer influence and group membership may be dri-
ving heavier drinking, with friends rather than family now
more likely to introduce young people to alcohol (Pascual
Pastor 2002). However, in other countries, such as Italy,
young people still look down on those who consume too
much alcohol, and drunkenness can cause one to lose the
respect of friends and neighbors (Fraser 2007).
Social Affiliation
Research has shown that affiliation through social networks
is a powerful influence on the way people behave (Granovet-
ter 1973), and people are “aware of who is affiliated with
whom in their immediate social world” (Freeman 1992, p.
118). Abel and Plumridge (2004) propose styles of “drunken
comportment” in social networks in which drinking is used
as a disinhibitor. They find, however, that whereas some
groups will excuse subsequent behavior, others place “within
limits” constraints on their behavior. Many studies in soci-
ology and network theory have observed this phenomenon as
homophilly or “birds of a feather” (Lazarsfeld and Merton
Public Policy Action Consequence/Effect
Tightening advertising regulations, for example,
placing restrictions on linking alcohol with sports or
health care professionals (Germany) or banning
advertising messages that link drinking to social or
sexual success, physical attractiveness, or stress
release (United Kingdom)
Widespread sponsorship of sports and music (e.g., sponsorship of ice hockey
in Canada), celebrity endorsement, and media coverage of drunken celebrities
reinforce the high-status image of alcohol (British Medical Association 2008)
and provide plenty of free global alcohol advertising.
Restricting or banning promotions such as happy
hours (e.g., two-for-one deals), free drinks for
women, or open bars (unlimited drinks for a fixed
price) (various countries)
Creative marketers often find other ways to entice students into drinking
establishments. Young people also “preload” with cheaper supermarket alcohol
before going out (Ostergaard and Andrade 2013).
Distribution Changes
Restricting the distribution of drinks (e.g., in Finland
and Sweden, alcohol over 3.5% proof can only be
purchased from state-run outlets [Alko and System-
bolaget, respectively])
In Sweden, the outlets are closed in the evening, so supply is restricted. How-
ever, some people cross the national border for supplies, while others home
brew.
Extending licensing hours so that drinking can take
place over a longer time period (United Kingdom
and Iceland)
In many cases, such measures have exacerbated the problem and led to more
bingeing and antisocial behavior (Ragnarsdóttir, Kjartansdóttir, and Davidsdót-
tir 2002).
Placing tougher sanctions on premises that sell alco-
hol to underage drinkers (United Kingdom)
Such sanctions may be limited by lack of sufficient resources for the authori-
ties to do the necessary checks.
Table 1.        Continued
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1954), whereby people associate with similar others and
interact in their own, rather than other, social worlds
(McPherson, Smith-Lovin, and Cook 2001).
Affiliation through social networks and ties is likely to be
a strong force not only on people’s behavior but also on
how they want to influence others and manage impressions
of themselves to create social legitimacy (Schlenker and
Weigold 1992; Zott and Nguyen Huy 2007). Goffman
(1959, p. 4) views people as “actors” who perform in social
situations, so when “an individual appears in the presence
of others, there will usually be some reason for him to
mobilize his activity so that it will convey an impression to
others which is in his interests to convey.” After people
have created an impression, they are expected to behave in
accordance with the selected identity to maintain face for
themselves and others, enabling social interactions to run
smoothly (Schlenker and Weigold 1992). People can use
binge drinking and choice of alcoholic drinks as a as a
means of constructing a social world and an impression of
themselves (American Sociological Association 2012).
Cultural Norms
For some, drinking is a social activity linked to lifestyle
(Solomon et al. 2006) or an act dictated by subcultural
norms (Engineer et al. 2003; Maclachlan and Smith 2004).
Anthropological studies have conceptualized cultural norms
of drinking behavior in a macro perspective, designating
societies as either “wet” (weak temperance tradition, high
volume of consumption, low proportion of abstainers, and
frequent heavy drinking) or “dry” (strong temperance tradi-
tion, low volume of consumption, high proportion of
abstainers, and infrequent heavy drinking) (Bloomfield et
al. 2003). In contrast, Mäkelä (1983) categorizes drinking
cultures by whether alcohol is used as either a nutrient or an
intoxicant, resulting in more or less tolerance of heavy
drinking (Room and Mitchell 1972).
Drinking is often considered a means of celebrating,
socializing, expressing a lifestyle transition, and differenti-
ating one social context from another (Mandelbaum 1965).
In high binge-drinking countries, most people view heavy
drinking in terms of positive expectations and outcomes—
for example, through the notions that alcohol helps people
forget their problems and boosts confidence in social inter-
actions (Smithers 2009). Alternatively, in moderate binge-
drinking countries, heavy drinking is viewed as having
negative connotations and outcomes—for example, it
causes people to feel ill, lose face, feel embarrassed, and
lose friends (Fraser 2007; Jarvinen and Room 2007).
Synthesis of the Literature
In our literature review, we aimed to identify the sociocul-
tural concepts and antecedents that are most likely to
explain young people’s binge-drinking behavior. In line
with the marketing literature, we argue that attitudes toward
binge drinking are initially stimulated by micro-level hedo-
nistic motivations to seek pleasure and have fun
(O’Shaughnessy and O’Shaughnessy 2002), despite the
potential health and other risks (referred to as “calculated
hedonism” in the health literature; Measham 2008; Szmigin
et al. 2008). Whereas extant research has recognized hedo-
nistic behavior as a single motivator for binge-drinking
behavior, our article synthesizes this construct with a micro-
level antecedent, parental influence, and a macro-level
antecedent, peer influence, which is linked to social affilia-
tion and cultural norms. We argue that binge-drinking
behavior begins at the individual level with the desire to
have fun, which is then either stimulated or prevented
according to the type of parental influence. Finally, at a
wider, macro level, people are influenced by their peer
group, social affiliations, and cultural norms. We contend
that these context-specific sociocultural dimensions provide
a strong set of orienting constructs (Miles and Huberman
2004) for our empirical study.
Methodology
Most empirical studies on episodic drinking among student
populations have been of a positivist nature (Gill 2002) and
have provided “little or no insight into the social contexts and
cultural roles of drinking” (Social Issues Research Centre
1998, p. 13). To better understand people’s behavior and atti-
tudes toward binge drinking across multiple cultures, we
believe the phenomenon can be more appropriately explored
through a qualitative methodology. This methodology allows
for the probing and exploration of sociocultural variables and
respondents’ attitudes, lifestyle variance, and behavior
through dialogue and open-ended questioning, using a loosely
structured format to account for cultural differences (Silver-
man 2000). The qualitative approach is also particularly use-
ful for researching sensitive and complex behavioral issues in
which differing value systems are present (Liedtka 1992).
Sample and Data Collection Method
Studies of binge drinking have often used student samples
(Gill 2002) because this segment has been a major concern
for policy makers in the United States, Europe, and Aus-
tralasia for some time (Kuntsche, Rehm, and Gmel 2004).
Our research sample consisted of home and international
students aged 18–27 years who were based in host universi-
ties in the United Kingdom and Australia, where alcohol is
legal to purchase (see Table 2). The sample comprised 91
students from 22 countries, with a slight skew toward
female respondents (22 women from the Australian host
university and 30 women from the U.K. host university)
compared with men (16 from the Australian host university
and 23 from the U.K. host university).
Data were collected for this research using semistruc-
tured individual interviews conducted both face-to-face and
online. Interviews were tape-recorded, and typed transcripts
were produced.
The interview questions, designed to explore macro and
micro levels of human society, covered four main areas: 
(1) society—establishing the acceptability of binge drinking
in respondents’ home countries and identifying any measures
taken to address the problem; (2) peers—understanding the
of role binge drinking in student life in respondents’ home
country and gaining their observations about binge-drinking
behavior in other cultures; (3) family—examining their
upbringing regarding alcohol education and family influ-
ence; and (4) individual—probing the students’ own atti-
tudes and behavior toward binge drinking. The Appendix
presents the questionnaire
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Analytical Method
Coding System
The data were organized by codes and then themed to iden-
tify patterns to uncover how sociocultural factors influence
drinking behavior in different countries. Thematic analysis
is a process of coding qualitative information by identify-
ing, analyzing, and reporting patterns of responses in the
data (Braun and Clarke 2006). Our coding system included
the use of different fonts as well as underlining, bolding,
and color-coding the transcripts to uncover patterns of
responses between those from high and moderate binge-
drinking countries. As a team, we developed the coding
scheme and themes, and one of us maintained the master
list codebook (MacQueen et al. 2008). Responses were
coded according to the respondent’s home country (a–w),
study location (x or y), number of respondents per country,
and whether the respondent was from a high or moderate
binge-drinking country (see Table 2).
Microscopic and Macroscopic Analytical Coding
Respondents were initially categorized by their country of
birth and whether this country was regarded as having high
or moderate annual alcohol consumption, using data from
the World Health Organization’s (2004, pp. 28–33) Global
Status Report on Alcohol and the European Commission’s
(2007, p. 10) Eurobarometer “Attitudes to Alcohol” report.
The responses were then analyzed individually at the
microscopic level followed by a macroscopic thematic
analysis to search for patterns across all responses (Strauss
and Corbin 1998) to explore the orienting constructs and
themes from the literature. Table 3 summarizes the coding
and thematic analysis.
Analysis, Interpretation, and
Development of the Propositions
We have structured the analysis and themes according to 
(1) the micro-level influences on binge-drinking behavior—
namely, a person’s hedonistic motivations and behavior as
well as the parental influence on their binge-drinking moti-
vations and behavior—and (2) the macro-level influences
on binge-drinking behavior—namely, the wider peer and
social group. From each theme, we developed three sets of
contrasting propositions of behavioral differences from the
empirical data between respondents originating in high and
moderate binge-drinking countries.
Theme 1: Hedonistic Influence on Binge-
Drinking Behavior
Respondents cited many reasons for binge drinking, but
most commonly it was considered an enjoyable activity for
both men and women in the high binge-drinking countries.
For some, drinking meant deliberately going out to get
drunk, but for others, overindulging was not the intention
but happened anyway, as the following statements illustrate:
Table 2.        Respondents by Country of Origin
Australian University British University High Binge- Moderate Binge-
Home Country Participants (x) Participants (y) Drinking Countrya Drinking Countrya
Australia (a) 6 X
Canada (b) 3 X
Denmark (c) 1 X
Ireland (d) 4 X
Finland (e) 5 X
France (f) 6 X
Germany (g) 6 X
Hong Kong (h) 3 X
Hungary (i) 1 X
Italy (j) 5 X
Japan (k) 2 X
Malaysia (l) 3 X
New Zealand (m) 1 X
Norway (n) 2 X
Philippines (o) 2 X
Singapore (p) 4 X
Spain (q) 4 X
South Africa (r) 3 X
Sweden (s) 3 X
Taiwan (t) 4 X
Thailand (u) 2 X
United Kingdom (v) 2 14 X
United States (w) 4 X
Totals 38 53
aAs labeled by the European Commission (2007) and the World Health Organization (2004).
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Why would I drink if I wasn’t going to get drunk? There’s noth-
ing better to do. It’s no fun going out sober. (British man vy4)
I drink because I like to relax and have a good time with my
friends. I don’t drink to get drunk. I drink to have a good time,
but normally end up getting drunk anyway. (British woman
vy10)
Most respondents in high binge-drinking countries
viewed drinking as a way of breaking down social barriers,
forgetting about their problems, and helping build confi-
dence in social situations, such as when making new friends
and acquaintances. This is exemplified by the following
statement:
I think people start drinking on a night out to “lubricate” con-
versation and to make them feel more relaxed. It takes away
nerves of talking to the opposite sex and helps to lose inhibi-
tions about dancing, singing, etc. It also helps people forget
about current stresses in their life—none of these seem to mat-
ter when you’re drunk. So it serves as escapism from the daily
grind. (Australian woman ax1)
Binge drinking within the group gave everyone the
opportunity to lose control, with few giving any regard to
health warnings, vulnerability, or antisocial consequences.
The majority of respondents were aware of the dangers of
binge drinking and had seen educational messages but
chose to ignore them. Instead, they thought more about
what steps to take to avoid the after-effects of a heavy night
of drinking. Many viewed binge drinking as a short-term
phase, which minimized the perceived health risks, as illus-
trated by this quotation:
When you are a student, you don’t think about things like alco-
holic coma or illnesses; you drink to have fun. It’s only for a
few years; you kind of assume that you will repair any damage
you have done to your body later on in life when you don’t
drink as much. (British woman vy2)
These attitudes are in line with previous research suggest-
ing that people often base their drinking motivations and
rationales on overstated expectations of positive benefits
(i.e., alcohol will make them feel happy, relaxed, more
friendly, and outgoing and will help them forget their prob-
lems) and understated measures of actual costs, such as the
financial, physical, and social toll that heavy drinking takes
on people’s lives (Jarvinen and Room 2007; Johnston and
White 2004). These responses also support other research
that has found that bingeing is often a transitional behavior,
and although a minority of drinkers persist in bingeing as
they age, leading to long-term health and social problems,
most people leave binge drinking behind as they approach
their mid-20s, when traits such as rebelliousness, risk taking,
and experimentation diminish (Coleman and Cater 2005;
Parliamentary Office of Science and Technology 2005).
Table 3.        Coding Scheme and Thematic Analysis
Source Code Theme
Interviewees Country of birth
World Health Organization’s (2004) “Global High or moderate consumption 
Status Report on Alcohol”; European country classification
Commission’s (2007) Eurobarometer 
“Attitudes to Alcohol” report
Interviewees; previous literature • Intentions of enjoyment Hedonism
• Relief from boredom
• Escapism
Interviewees; previous literature • Family values Parental influence
• Example set
• Drinking education
• Parental relationship
• Parental approval/disapproval
• Freedom from parents
Interviewees; previous literature • Peer pressure Peer influence, social affiliation, 
• Group membership and cultural norms
• Popularity
• Peer behavior
• Belonging
• Identity status symbol
• Attention seeking
• Independence
• Gender
• Conformity
• Social toleration
• Drinking rituals
• Motivations
• Expectations
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In contrast, in many of the moderate drinking countries,
respondents regularly consumed alcohol not as a vehicle for
having fun, to lose control, or as relief from boredom but
rather as an accompaniment to the social ritual of chatting,
dancing, and people watching. It was difficult for these stu-
dents to comprehend the reasons for binge drinking because
they did not feel the need for copious amounts of alcohol to
help them integrate with or meet new friends, as the follow-
ing statements reveal:
Hungarians are more open, chatty, and emotional, and talking
about problems and sharing worries with friends is absolutely
normal; they do not need to hide behind alcohol. (Hungarian
woman iy1)
People drink to have a good time, to lose their inhibitions, and
give them confidence. It is sad that people feel they need that to
have fun. (Thai man ux1)
These findings lead us to our first set of propositions:
P1a: In high binge-drinking countries, binge drinking is per-
ceived as a means of enjoying life and having fun.
P1b: In moderate binge-drinking countries, binge drinking is not
perceived as a means of enjoying life, and having fun can
be achieved with little or no alcohol consumption.
Theme 2: Parental Influence on Binge-Drinking
Behavior
In high binge-drinking countries, researches have observed
that parents seem to play a less influential role in their chil-
dren’s drinking behavior, particularly when they begin col-
lege, move away from the family home, and are targeted
with alcohol promotions that encourage high consumption
(Wall 2007). College life gives students freedom from
parental supervision to make their own decisions about with
whom to drink, when to drink, and how much to drink. One
student admitted that her parents would likely to disapprove
of her drinking behavior,
My parents don’t know how much I drink when I am out with
my university friends. They would probably get worried.
(British woman vy11)
Family culture influences students’ drinking behavior.
For example, students may observe their parents’ drinking
habits, and parents may set boundaries on how much alco-
hol their children are allowed to consume within the family
home. Drinking behavior is known to be a learned behavior,
whereby children model the behavior of their parents (Bobo
and Husten 2000), and it is evident that parental example
influenced some respondents’ drinking habits, as several
respondents indicated:
I’ve seen my dad drink excessively on a regular basis, but never
appear drunk. My mum drinks quite often and I do see her
drunk, but I am often drunk at the same time so neither of us is
embarrassed. (British woman vy10)
My own drinking habits are an example of how I was influenced
by those of my parents. As they very rarely drink, I grew up not
witnessing them binge drinking or engaging in other drink-related
activities. As a result, I am not a big drinker either and have rarely
ever taken part in binge drinking. (British woman vy12)
In more moderate binge-drinking countries, the family
seems to play a more important role in introducing children
to sensible drinking in the home at a young age—that is, in
small quantities and as an accompaniment to food.
Although there are signs that binge drinking is becoming
more prevalent in some moderate countries, most respon-
dents from these countries still viewed drunkenness as a
source of surprise and embarrassment for their families, as
the following quotations illustrate:
From my own experience, the Spanish Mediterranean drinking
style has been well ingrained in our traditions.... I grew up in an
environment where alcohol virtually accompanied all the family
meals. As a result, I learned about responsible drinking and ade-
quate behavior while drinking alcohol. Alcohol was never brought
to my attention as an issue, rather as a pleasant activity. When I
was exposed to drunken behavior, I was normally told that such
behavior was caused by personal issues. (Spanish man qy3)
In Hungary,... it would be rude and embarrassing to be seen
drunk by family, relatives, or close friends and, in particular,
would be considered disrespectful towards parents. (Hungarian
woman iy1)
For other students from moderate binge-drinking coun-
tries, such as those in southeast Asia, drinking heavily
resulted from curiosity, often stemming from a lack of
parental information. In these cultures, respondents
described parents as being conservative in giving advice on
sensitive issues:
Although Singapore is a multicultural society, parents are still
pretty conservative in educating their children on issues such as
sex, pregnancies, and drinking. This leads to the young genera-
tion being curious. They find out more from their friends and
the Net, but they may not be fully equipped with the informa-
tion on drinking and try it out. (Singaporean woman px4)
Although some respondents acknowledged that their par-
ents would probably disapprove of bingeing on alcohol,
many engaged in the behavior anyway, possibly due to the
decreased contact they have with parents by living away
from home. Nevertheless, even though their parents were
not around, some respondents from high and moderate
binge-drinking countries did recall their advice about the
dangers of drinking. Some would act on the advice, but oth-
ers would deliberately ignore it:
Most people my age who go to parties would have heard warn-
ings from their parents about how bad drinking is and what it
could do to you, health-wise. Some people follow that advice (I
don’t drink partly because of this). (Malaysian woman lx2)
Young people are more likely to go and do something after they
are banned or told not to do it by their parents. It is the rebellion
factor, “I can do whatever I want, I don’t care what you say,”
etc. The more publicity it gets and the more people get told
what to do and [what not] to do, the more they will go and do
totally the opposite. (Australian woman ax9)
Thus, although parental approval of heavy drinking
seems to be negative in both sets of countries, as a psycho-
logical reaction, young people sometimes tend to do the
opposite of what is recommended as way of rebelling and
exercising their freedom from parental control. Even
though the respondents from moderate bingeing countries
seem to pay more attention to parental advice, our findings
suggest that some may also ignore parental advice as an act
of defiance. This leads to our second set of propositions:
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P2a: In high binge-drinking countries, parents socialize their
children’s attitudes and drinking behaviors by modeling
excessive drinking, and young people often ignore parental
advice about the dangers of binge drinking as a means of
establishing their independence.
P2b: In moderate binge-drinking countries, parents socialize
their children’s attitudes and behaviors by modeling
nonexcessive drinking and providing drinking education,
and this influence remains strong into early adulthood.
Theme 3: Peer, Social Affiliation, and Cultural
Norm Influences on Binge-Drinking Behavior
We find that in high binge-drinking countries, there is a
commonly held view among many binge drinkers that get-
ting drunk is socially acceptable, particularly among
younger members of society, and that any drunken behavior
can be forgiven:
People can play the fool or play an alter ego without being
judged as that person. Any outlandish/experimental/out-of-
character behavior can be excused. (Australian woman ax5)
Several respondents claimed that binge drinking was a
regular (and, for some, an everyday) activity. For many, get-
ting drunk was part of the sociocultural norm of the friend-
ship group and integral to both the ritual of partying and the
typical student lifestyle. Being a member of a peer group
was important for students everywhere, but in most cases,
students from the high binge-drinking countries perceived
alcohol consumption as a requirement for membership that
overrode any risk considerations:
People want to do like everybody else and to be included in
groups; they think if they act in a different way, it’s a shame or
people are going to reject them. (British man vy6)
Well, I know I drink too much, but everyone does, and I’m sure
I’ll cut back when I’m older, but right now I want to enjoy
myself and have a good time with my friends.... It’s very impor-
tant being part of the same social group; it’s how we bond, like
we all go out and get drunk together, play sports together, and
stuff like that. (British man vy4)
The social norms of the membership group are known to
determine drinking behavior (Russell-Bennett and Golledge
2009), and in both high and moderate binge-drinking coun-
tries, the respondents indicated that the value judgment of
their peers was therefore an important influence on their
drinking behavior. If friends disapproved of drinking,
respondents were less likely to drink, whereas if their
friends either approved or were neutral about drinking, they
increased their drinking.
Saying no to your friends depends on the mental and social
strength of the individual. Peer pressure is a very serious prob-
lem among young people in Australia. Education into saying
no, choosing your own options, and not following the flock are
vital to create a safer country. (Australian man ax3)
Some viewed consuming alcohol to the point of excess as
something to be admired within the group, but for others, it
was difficult to refrain from drinking because peers pres-
sured them to drink in the first instance and then encour-
aged drinking to excess. Some respondents viewed such
pressure as compelling:
Peer pressure can be overwhelming and engulf you in what
your friends are doing and in what they think is “cool.” (Aus-
tralian woman ax6)
There is also the social pressure. The fact that your friends ask
you to come and drink, and that if you don’t drink, they’ll ask
what’s wrong with you. Usually people go, “Are you preg-
nant?” or “Are you driving?” “Come on! Just one, I’ll buy you
one.” A lot of people can’t stand this and end up drinking as an
easier solution. It’s easier to drink so you don’t have to make
any excuses for not drinking. (British woman vy11)
The definition of “cool” is fuzzy and difficult for people
to describe; however, it has been defined as behaving in a
smooth, self-controlled way (Lyman and Scott 1968). The
need to appear cool is an important driver of behavior, par-
ticularly for younger people because they are establishing
their identity. Young people will often drink because it
makes them appear cool (Fry 2010). There is an inherent
paradox of drinking and being cool: to be sociable, drinking
is considered cool but only if the drinker does not go too
far. In some binge-drinking cultures, drinking to excess can
lead to embarrassing, unsafe, or shocking behavior, result-
ing in a person being considered “uncool,” as the following
excerpts reveal:
People need to be shamed more that binge drinking is not cool.
Ads about the girl who “just is not drinking tonight” are inef-
fective. [Ads] should focus [more] on the negative effects of
drunken behavior ... and shame people who get wasted. (Aus-
tralian woman ax1)
In the U.K., you see drunk people every night in the street,
whereas in France, you drink at home or at parties. You don’t
show that you are drunk; it’s a bit of a taboo to be seen falling
over in the street and embarrassing yourself. (French woman fy2)
For those new to observing behavior in a high binge-
drinking culture, the extent of binge drinking in numerous
public locations (e.g., on streets, in parks, on trains, on tele-
vision programs) can be shocking. In addition, it is not only
where alcohol is consumed but also the numerous occasions
on which it is consumed to excess and the perceived nor-
mality of it, as one visiting Hungarian student noted:
Alcohol is tolerated almost everywhere and anywhere in the
U.K. There is not one national holiday, birthday celebration,
hen night, Christmas, Easter, and so on where alcohol is not
present; the issue is that any of these days is seen by English
teenagers and students as another reason to get drunk. They
drink if something goes well, if they passed an exam, or if they
had an awful day, because they feel they deserve it—and most
adults do exactly the same thing. It is normal, it’s tolerated, it’s
what everyone else does. (Hungarian woman iy1)
In general, students from many moderate binge-drinking
countries did not perceive binge-drinking behavior as
acceptable, because it could lead to embarrassment and loss
of face. As a Malaysian student explained,
If someone is really drunk, people look down upon that person
and consider them unethical and careless. (Malaysian woman
lx2).
Not only would family and friends view drunken behavior
negatively, but there also seemed to be less tolerance from
the authorities.
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Despite the “work hard, play hard” mentality in Hong Kong,
getting drunk in public is likely to lead to arrest by a police
force [sic] who want to maintain Hong Kong’s fashionability
and cleanliness. (Hong Kong man hx2).
The police are also quite highly respected [in Spain] and are
somewhat intimidating, which isn’t the case in other countries....
Therefore, when individuals are drunk, they don’t tend to cause
fights or arguments with authority figures. (Spanish man qy3)
In some of the Mediterranean countries, although it was
not uncommon to see young people drunk, it typically did
not happen in public; when it did occur, it was viewed as
more acceptable for men. When women overindulged, it
was mostly considered the result of a mistake or error of
judgment rather than a deliberate intent to get drunk. Some
respondents claimed that getting drunk did not fit with the
expected image of women in their country, so if a woman
wanted to affiliate with a group of women, she would
model the behaviors identified as “feminine.” A female
Hungarian student exemplified this notion:
It is cool to get “absolutely wasted” in the U.K. ... because
when you are drunk, you are allowed to do anything.... It seems
as if English girls have lost their femininity, which is certainly
not the case in Hungary. (Hungarian woman iy1)
In moderate binge-drinking countries (“dry cultures”;
Bloomfield et al. 2003), excessive drinking is not the social
cultural norm, and young people have been brought up to
drink alcohol responsibly. As a Japanese student notes,
Overall, in our culture and community, we have been taught to
be disciplined and not to drink in excess. I think most of us do
live like that. (Japanese man kx1)
Other social cultural norms prevail in moderate binge-
drinking countries (e.g., socializing through eating rather
than through drinking alcohol) and include a different set of
priorities, as the following quotations illustrate:
There is less focus on drinking and more focus on eating. Peo-
ple generally do not get overly drunk. Saving face is key. (Sin-
gaporean woman px4)
When turning 18 years of age, Italians cannot wait to get their
driving licenses, whereas the British look forward to being able
to drink alcohol legally. (Italian man jy4)
Thus, in “dry” (Bloomfield et al. 2003) or “nutrient”
(Mäkelä 1983) cultures, the focus is on eating rather than
on drinking, and alcohol consumption is viewed as a shared
part of this activity. These findings lead to our final set of
propositions:
P3a: In high binge-drinking countries, binge drinking is a sym-
bol of affiliation with a peer social group and is perceived
as having high social benefits.
P3b: In moderate binge-drinking countries, binge drinking is a
symbol of social exclusion and disaffiliation from a peer
social group and is perceived as having a low social priority.
Summary, Discussion, and Public Policy
Implications
The findings of our study contribute to the knowledge and
understanding of a longstanding and seemingly intractable
issue of young people’s binge-drinking behavior. We have
taken a unique approach to addressing this problem by
comparing and contrasting sociocultural influences in a
sample of students from high binge-drinking countries with
those of a sample of students from moderate binge-drinking
countries.
Much of the extant research has used definitions of binge
drinking that are medically based, such as the consumption
of alcohol in excess of recommended limits over a short
period of time or the number of alcohol units consumed. In
contrast, the research participants from both high and mod-
erate binge-drinking cultures conceptualized “bingeing” in
terms of drinking’s positive and negative effects, rather than
the amount consumed, and indicated disbelief when advised
of the official definitions of binge drinking. This alternative
perception perhaps explains why current binge-drinking
messages may lack credibility for young people.
In our review of the sociocultural behavior literature
stream, we identified three key areas of influence on binge-
drinking behavior that share some commonality across high
binge-drinking countries. Our findings reveal that in these
countries, many young people drink for hedonistic reasons.
Both male and female respondents consider binge drinking
and the resulting intoxication an enjoyable experience that
helps support their image and peer group popularity, boosts
their social confidence, and facilitates greater relaxation.
Although there seems to be an increasing problem with
binge-drinking in some moderate countries, students still
predominantly seek fun and pleasure from other social
activities, such as going for meals or to the cinema, where
alcoholic drinks have a limited or no part in the social
event. When binge-drinking does occur, patterns differ from
those in high binge-drinking countries, with heavy drinking
taking place at private functions rather than in public
places, due in part to less social tolerance of drunken
behavior. Furthermore, respondents from moderate binge-
drinking countries were less tolerant of binge drinking by
women, indicating the prevalence of gender stereotypes
around drinking norms.
We found that parental influence was important in both
high and moderate binge-drinking countries, which partly
explained some students’ participation, or nonparticipa-
tion, in binge drinking. Other respondents used the free-
dom of being at college as an opportunity to develop their
own values and identity by contradicting parental expecta-
tions and following the peer social group. Moreover, there
seems to be little evidence of responsible early drinking
education by the parents of many of the respondents.
Alternatively, in moderate binge-drinking countries,
parental influence over students was strong, even if they
lived away from home, and many reported that their par-
ents had introduced them to alcohol as part of their educa-
tion, which guided their subsequent behavior. Most voiced
concern that any drunken behavior on their part, if discov-
ered, would prove highly embarrassing both for them-
selves and for their parents.
The final sociocultural influence we identified in our
research was social affiliation. In the high binge-drinking
countries, rather than gaining enjoyment from binge drink-
ing, some respondents reported feeling pressured by their
peers to drink to fit in with what they believed to be the
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peer norm. Several respondents also mentioned occasions
when their peers seemed to be deliberately aiming to get
them or friends drunk. For others, however, getting intoxi-
cated gave them a perceived high status with their peers,
particularly if their drunken antics were witnessed,
recorded, or shared. In contrast, for respondents from mod-
erate binge-drinking countries, and particularly women,
getting drunk was viewed as harmful to their image and
would be largely unacceptable to their friends.
The analysis, interpretation, and development of the three
sets of contrasting propositions have answered the first part
of our research question regarding how sociocultural influ-
ences on binge drinking vary between countries that are tra-
ditionally high or moderate in their drinking behaviors. We
next outline the public policy implications that arise from our
empirical study. Using three alternative strategies available
to policy makers to create social change—policy/regulation/
law, education, or social marketing (Rothschild 1999)—we
find that the three areas play a coordinated role in moderat-
ing binge-drinking behavior.
Policy/Law/Regulation
Policy makers in various countries have achieved some suc-
cess in moderating drinking levels through regulations such
as increased taxes on alcohol, older minimum drinking
ages, and restrictions on advertising and promotions. How-
ever, as our research finds, in the high binge-drinking coun-
tries, young people often ignore or circumvent regulations
of higher prices and restricted alcohol availability.
High binge-drinking countries require a more sustained
public policy effort at changing parental influence and peer
group acceptance of public intoxication. The solution to this
issue could include more bans on drinking alcohol in public
places (and, in particular, stricter enforcement of them) and
increased penalties for those who display drunken behavior
and supply alcohol irresponsibly to minors.
Education
Educational initiatives can be used to inform people of the
opportunities as well as risks of binge drinking; however,
such activities only moderately influence behavioral change
(Rothschild 1999), which is also evident from our research.
Although many of the research participants were aware of
educational campaigns warning of the dangers of binge
drinking, their attitude was either to ignore them or to delay
making short-term behavioral changes. In addition, using
“danger” statistics in public education campaigns can back-
fire by creating a social norm that “everyone is doing it”
and thus encouraging, rather than discouraging, binge
drinking (Kotler and Lee 2008).
Public policy campaigns aimed at young people should
leverage peer group influence to encourage less drinking
and develop positive norms of moderate drinking or absten-
tion. An example strategy could be to use social media to
encourage sharing photographs and experiences of friends
having a good time without alcohol. The more exposure
people have to moderate drinking, the more the moderation
becomes the social norm.
We also advocate the targeting of education to parents as
well as young people and recommend that campaigns
encourage early home education and modeling of responsi-
ble drinking behavior. Drinkwise Australia’s “Kids Absorb
Your Drinking” campaign successfully adopted this approach,
which resulted in 28% of parents reducing their drinking in
front of their children (Drinkwise Australia 2010). Educa-
tional initiatives and messages underlining the importance
of setting a responsible example, as we found in the
responses of young people from moderate binge-drinking
countries, might prove more effective than threatening par-
ents with regulations.
Finally, we believe that education campaigns should aim
to dispel some of the myths about binge drinking. For
example, an effective method of dispelling binge-drinking
myths could be the communication of information regard-
ing the number and types of young people who moderate
their drinking and the types of rituals they use to do this.
Other educational campaigns could use responsible
celebrity endorsement, thereby helping create a moderate
drinking social norm. Another potentially effective public
policy initiative to reduce binge drinking would be to publi-
cize statistics on the actual levels of drinking because, for
example, university students in the United States and
Canada thought that alcohol consumption was far higher
than the reality. This approach has proved effective in these
countries, whereby an education campaign that published
the statistics of student drinking resulted in altered descrip-
tive norms and a decrease in alcohol consumption (Office
of the Chief Medical Officer of Health 2013; Skorton and
Altschuler 2012).
Social Marketing
Social marketing has been effectively used in combination
with regulation, restriction, and education to change behav-
ior and attitudes. Smoking rates in Australia, for example,
have been steadily decreasing since the 1970s as a result of
restricted supply, advertising, and promotional bans and
quit programs (Australian Institute of Health and Welfare
2013).
Public policy makers can use social marketing strategies
to create opportunities that demonstrate that pleasure (hedo-
nism) can be achieved through other activities such as
sports, cultural activities, or getting together for meals,
when alcoholic drinks are either not present or consumed in
moderation as part of the fun of being with friends. For
example, policy makers could use media and promotion ini-
tiatives such as the United Kingdom’s “Sub21” campaign,
which designs activities for young people to come together
and create that “Friday feeling” without involving drinking
(National Social Marketing Centre 2013). The campaign
has resulted in reduced binge-drinking levels, less public
drinking, and reduced alcohol purchases.
In our research, we find that cultural norms inform the
use of alcohol as a coping device in high binge-drinking
countries. To modify peer group influence factors, policy
makers could develop training programs and web and
mobile phone solutions to assist people in improving their
ability to cope without turning to alcohol. The social mar-
keting campaign “Hello Sunday Morning,” for example,
uses blogging to change social norms about drinking and
peer group influence; people choose to give up alcohol for a
104 Key Sociocultural Influences on Binge Drinking 
period of time, register on the site, and then blog about their
experiences. Other people then follow these blogs and read
about the bloggers’ difficulties and coping behaviors and
gain insights into strategies to use when faced with peer
pressure to drink. Early outcomes of the program have
shown that for every person blogging, another ten people
reduce their level of drinking (Raine 2010).
Given the popularity of smartphones, campaigns and
interventions that use these devices may have a better
chance of reaching young people. For example, researchers
in Australia implemented a social marketing approach
called GOKA (Game On, Know Alcohol) and found that the
use of online games to simulate the effects of alcohol had a
significant impact on high school students’ drinking atti-
tudes and intended behaviors (Rundle-Thiele et al. 2013).
Conclusions and Future Research
Directions
The problem of binge drinking and drunkenness in young
people remains a financial and social problem for govern-
ments and public policy makers. In many communities in
high binge-drinking countries, emergency services are kept
busy dealing with the aftermath of drunken behavior every
weekend. Although there are signs that binge drinking may
be peaking in young men, binge-drinking numbers still
remain high, and the proportion of women and young teens
drinking to excess is increasing. It is therefore unsurprising
that public policy makers in moderate binge-drinking coun-
tries are concerned about the “migration” of binge-drinking
behavior to their countries when observing the deeply
rooted binge-drinking problems elsewhere.
Previous policies to moderate binge-drinking behavior
have had a mixed effect, and some forms of regulation and
education have had some impact. We contend that young
people’s mindsets must be changed through the use of fresh
ideas, which we have proposed. We argue that sociocultural
influences drive binge-drinking behavior and that public
policy makers can learn valuable lessons from the experi-
ences of moderate binge-drinking countries. This is no sim-
ple undertaking—understanding cultural influences on
young people’s alcohol consumption is an easier objective
than changing behavior because cultural norms about drink-
ing are often resistant to change (Measham and Brain
2005).
Further research, therefore, should adopt longitudinal
methods and studies to evaluate the time necessary for
public policy and social marketing initiatives to effect
behavioral change. In addition, more understanding,
knowledge, and public policy research of drinking behav-
ior is required, for example, to explore why more young
women in some countries are binge drinking. Our study
has provided researchers with an empirically grounded
set of three propositions to explore the underresearched
area of sociocultural influences on young people’s binge-
drinking behavior in different countries. We have also
provided public policy makers with recommendations as
to how social marketing, as part of wider public policy
initiatives, could be more effective in reducing binge-
drinking behavior in high and moderate binge-drinking
countries.
Appendix: Semistructured Questionnaire
on Binge-Drinking Behavior
Part A: Social Influences
• How acceptable is binge drinking in your country?
• Why do you think young people binge drink in your country?
• What social and cultural factors do think influences drinking lev-
els?
• What measures are being taken in your country to decrease
drinking levels?
• What differences have you noticed between drinking alcohol
here and in your home country?
Part B: Peer Influences
• Do [you] feel any social pressure to drink and if so, why?
• How influential have your friends been on your drinking habits?
• What would happen if one of your friends decided to drink more
or less than usual?
• What do you think about friends who get drunk?
Part C: Family Influences
• How influential have your parents been on your drinking habits?
• Did they allow you to drink alcohol at home and from what age?
• How would your parents feel if they knew about your current
drinking levels?
Part D: Individual Influences
• What factors or situations might make you drink more or less
alcohol?
• What personal dangers, if any, do you see from binge drinking?
• How much do the price, availability and marketing/promotions
of alcohol influence your drinking habits?
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